Abstract: Electronic business in tourism industry plays an essential role in increasing the level of competitiveness in a global, highly competitive tourism market.
Introduction
A mong t he most i mpor t a nt f ac tor s influencing the globalization of the world economy are international tourism and intensive use of the Internet and e-business technologies. Tourism in Montenegro is one of the most important economic activities with biggest potential for economic growth and development, which has different multiplicative effects. According to official statistical data, revenues from tourism in Montenegro, for 2015 amounts to over 800 million Euros, an increase of about 10% compared to year 2014 (Montenegrin Ministry of Finance, 2015) . The main reasons for transition to the development of elite tourism in Montenegro are shown within changed tourism development strategy and according to the main strategic goal of tourism development in Montenegro until 2020 (Ministry of Tourism and Environment of Montenegro, 2008) .
On the other hand, according to Internet Live Statistics, only 62% of the total population of Montenegro is on-line, an increase of 0,9% in respect to 2015 (Internet Live Statistics, 2016) . In other words, Montenegro, in Internet world county rankings, is on 147 th place after Slovenia, Albania, Croatia and Serbia. Main reasons for such low ranking place according to Global IT Report are: almost non-ex istent intensity of local competition, poor firm-level technology absorption, extent of staff training and among other things impact of ICTs on new organizational models (World Economic Forum Report, 2015) . Another report on development perspectives of IT sector in Montenegro point out key reasons for nonuse of Internet: the lack of unique digital literacy, high prices of Internet access, costly IT accompanying equipment and the lack of efficient competitiveness at the broadband market (Montenegro Chamber of Commerce, 2015) . Internet and ICT represent modern pillars of society development and have undeniable impact on different sectors. Bad economic situation in Montenegro created under the global economic crisis influence affected also the IT market. But, according to title, main objective of this study was to determine the real level of e-business adoption in specific travel and transport sector of nautical tourism. Nautical tourism is a type of selective tourism and the phenomenon which has been significantly growing and recording high growth rates in the last twenty years (Lukovic, 2007) . Yachting and cruising represents its basic forms. Yachting industry is a very complex system composed of a wide variety of nautical -tourist enterprises (Šamanović, 2002) . Different other studies identify marinas as the center of the entire yachting industry (Kesar, 2013; Dulčić, 2002) . Moreover, yachting industry system, is composed by a number of other operating elements which are directly or indirectly connected with the marinas. Those are different shipping organizations, agencies, freight forwarding, customs duties and other enterprises. All of them are located in various parts of the world. Together they represent very complex structure of the world yachting industry. It is clear that so large number of participants of world yachting industry exchange vast amounts of information on hourly basis, and require a fast, reliable and secure real-time communication solutions. These facts clearly indicate that the yachting industry is a favorable environment for e-business implementation and development. Using Internet and e-business techniques, modern marinas, as centers of world yachting industry, are able to efficiently manage supply and demand, reduce costs of financial transactions, increasing the possibility of entering into new nautical -tourist market and increase the speed of operations and access to important business information. Another reason marinas in yachting industry embraced modern technology of electronic business is to reduce operating costs and retain competitive advantage in the global yachting market (Luković and Šamanović, 2006) . Nowadays, modern technologies became an imperative on global yachting market, where all participants operate by k nowledge economy rules. Former traditional organizational structures do not have the necessary speed and flexibility that is required in order to successfully respond to constant changes in volatile business environment. Traditional hierarchical organizational structure cannot meet the increasing demands of modern customers and users of shipping and port services. Therefore, determining the level of impact of Internet and e-business represent important issue in modern business and contemporary area of research. The paper is organized as follow. After Introduction, in Section 2 we present the literature review of application of e-business in tourism and especially in sectors of nautical tourism.
Literature Review
W hen analyzing the level of e-business adoption in the yachting industry, there must be considered the application of e-business in tourism and maritime shipping. Since yachting industry represents a combination of maritime and tourism industry, or their cross-section. If the application of e-business in the yachting is being observed from the shipping viewpoint, there can be noticed numerous attempts in e-business adoption in different maritime transport activities such as: shipping activities, commercial operations, financial transactions, maritime environmental preservation or safety and security. Modern Internet based e-business technologies are being use to create maritime shipping electronic networks or "digital business ecosystems" (Dour mas and Nikitakos, 2009) . Moreover, as on-time, full and reliable information represent the basis of international maritime transport, Internet and electronic business can be used to prevent delays and interruptions in information f lows (Twrdy and Krmac, 2002) . There are many different areas of possible e-business adoption in shipping transport and service companies. From fleet management, loading activities, on-board communication to transport optimization plans (K r mac, 20 07). Other authors also agree that main benefits of utilizing e-business adoption in maritime transport are quicker access to information, improved communication with customers and business partners, reduced costs, higher productivity and quality of ser vice (Nik itakos and Lambrou, 2007) . Results of many other relevant researches indicate that moving to an electronic way of doing business affects the transformation of previous way of doing business, especially in the part that relates to communication, promotion and production services. Leads to the creation of entirely new products and services, e-business reduces the total cost of business, number of employees and affects the efficient and effective use of available resources. Equally, when observed from tourism perspective, nautical tourism is also very affected by Internet and e-business technologies. The main reasons for that, according to the author Sheldon are because the information represent bloodstream of the tourism industry (Sheldon, 1994) . Accordingly, author Wayne states that the effective application of informationcommunication technologies is the basis of tourism future (Wayne, 1995) . According to the statements of author Buhalis, the impact of information -communication technologies in the tourism industry is diverse (Buhalis, 1996) while author Hjalager points out that modern technologies encourage product innovation, business processes as well as the management mode (Hjalager, 2010) . Most authors argue that due to tourist's behavior and preferences changes, there is growing tourism market segmentation. Nowadays, potential tourists are involved in several different segments of the tourism market simultaneously. Modern tourism industry can be viewed as hybrid because it combines large amounts of information with the provision of tourism services. According to this obser vation, there are calls to imperceptibly integration of information and physical services, with flexible adjustment of both physical IT parts (Werthner and Klein, 1999) .
Since the modern nautical tourism business is aimed at tourists as individuals, it requires detailed knowledge of their wishes, needs, demands and wants, which in many authors opinion, is only possible achieving with intensive of ICT and e-business application. Communication between tourism service providers and users thereof must be constant and intense in order to develop trust and loyalty of consumers towards the tourist business. Modern company involved in the tourism industry corresponds to these requirements by combining all available resources through innovation and application of modern technologies of electronic commerce (Buhalis, 1998) . This situation leads to the necessity of e-tourism which according to him represents "the application of modern information -communication technologies in the tourism industr y" (Buhalis, 2003) . Buhalis further define that tourism is an electronic digitization of business processes and value chains in tourism, travel, hospitality and catering industry (Buhalis, 2003) . Furthermore, electronic tourism, observed from strategic level, can lead to entire business processes revolution, supply chains and strategic relationships tourism organizations with all interested parties. The same author points out that electronic business in tourism can also be used on tactical level in order to increase the efficiency and effectiveness of companies in the tourism industr y (Buhalis, 2003) . Other authors define electronic tourism is defined by some other authors as the "digitization of all processes and value chains in the tourism and hotel industry, which enables tourism businesses to maximize their efficiency, effectiveness and ease of communication with consumers" (Page and Connell, 2009 ).
It is certain that the yachting industry is certainly under heavy influence of Internet and e-business Luxury yachting is an very complex international industr y which consists of many different stakeholders such as manufacturers of yachts, yacht designers, marinas, ports, yachting agencies, brokers, freight forwarders, customs and others, organization, human resource management. All these participants have the constant necessity of performing of supply and demand trends analysis of the global yachting market, in order to maintain the quality, efficiency and effectiveness of operations, services and products. Furthermore, in order to align strategic planning processes with business strategy formulation and business goals definition. In addition, the marinas as central elements of yachting industry have to organize all their operational and marketing activities and to include appropriate business models so that they can attract tourist's boaters and other users of their products and services. Internet and electronic business in the yachting industry enables easier implementation of all those processes and activities. The application of the Internet and electronic business, for all participants of yachting industry represents the possibilit y of business network creation for mutual cooperation between all aforementioned parties. In that context author Radisic suggests that in nautical tourism all marketing activities should be moderate on offer, by including the promotion of nautical tourism services in the tourism market, and attracting greater number of tourists -boaters in place and offers facilities, in order to achieve the greatest possible profit in nautical tourism that are offered (Radišić, 2009 ).
T he i mpac t of I nter net a nd moder n information-communication technologies, on the world tourism industry in the future, according to the author Buhalis, w ill be in the areas of strategic management and marketing of tourism organizations. Information-communication technologies that will lead to the transformation of the strategic position of tourist organizations in a way that will increase and change their efficiency, effectiveness, layering leads, reduce operational costs and time responding to customer requirements (Buhalis, 1998) . However, Internet provides global visibility all tourist destinations in the world and connects all parts of the global tourism market (Werthner and Klein, 1999) . Additionally, most authors agree that the Internet in the tourism business affected by the changed method of management of tourist enterprises. According to authors Prideaux and Carson the inf luence is especially noticeable in the area of collecting, processing, storage, dispersion, and information management (Prideaux and Carson, 2011) . Analyzing their definition of e-business the organizational structure of the elements within the yachting industry, it can be pointed out that main reasons for introduction and electronic commerce use in nautical tourism, is nautical -tourist companies resource optimization. Also, market and competitive advantage position improvement.
As previously stated, yachting industry is a combination of tourism and maritime services sector, which offer a variety of tourist -maritime services and is the perfect environment for the implementation of e-business. The development and application of electronic commerce within the nautical -tourist industry increase the business opportunities and possibilities, as well as to the creation of new products and services. It brings together all those businesses and jobs that have direct or indirect links with the ports of nautical tourism -marinas. Precisely, the application of electronic commerce and the Internet, help to reach connection by creating a significant competitive advantage in their daily operations. Growth and development of the Internet, has a direct impact on changes in both: tourist offer and demand, at the global level. Creating new and changing (or eliminating) classic communicative and distribution channels, opening up new opportunities for both tourists and boaters for a variety of nautical -tourist company. The introduction of new, different, flexible ways of doing business, a large number of small and medium company in the field of yachting, they are able to quickly and easily enter the world market and offers its nautical -tourist services. The literature presents only a small number of few scientific papers studding the possibilities of electronic business in nautical tourist, especially the yachting industry, so this theme is very interesting and present the challenge to scientific and researches.
The available relevant literature sources point that Internet and electronic business has positive implications on tourism industry. Many empirical studies from different countries, however, have examined ICT impact and its determinants based on firm-level data in the transport and logistics sector. However, the majority of the studies were mainly focused on technological role of Internet and e-business in different economic organizations or on determination the factors that contributed to greater application. Hence, there is a literature gap on comprehensive research that analyzes the e-business application level in shipping organization and, especially marinas as ports nautical. In that sense, this study represents a unique research on the of Internet and e-business level of adoption in marinas of yachting industry in Montenegro. The next section presents a conceptual model used to support the data collection and analysis methods employed by the current study.
Methodology
Empirical research was conducted using a questionnaire as a basic research instrument with a sample of 200 employees in five largest marinas of Montenegro. The total number of valid respondents to questionnaire is 150. Respondents belonging to different sectors in marinas such as: managing sector, the financial sector, the marketing, the logistics sector, the sector of law and jurisprudence, ICT sector, operative sector and security and safety sector in marinas. The aforementioned sample included all essential functional elements of business organization and structure of marinas, which also form the basis of the yachting industry in Montenegro. The questionnaire consisted of 20 questions pertaining to the examination of ways and levels of use of the Internet and e-business in their daily business activities of marinas in Montenegro. The questionnaire was composed in a way that all the questions had multiple choice answers within which respondents could check the response that best suit them. In addition to these issues, the survey contained questions with scale assessments and questions where respondents could select more than one answer, depending on the type of electronic services that are used in everyday business. When compiling the questionnaire, special attention was paid to the form of questionnaire, in order to cover all the areas of research and to simplify the answering process in order get as much real data as possible. Questions were grouped into four logical categories, in order to obtain more realistic picture of electronic business adoption level in Montenegrin marinas. Collected data analysis was made using techniques of descriptive statistics in the context of a software package for statistical data analysis in the social sciences (SPSS). The conclusions techniques were used for statistical analysis: counting, recording and evaluation.
Results
The results show that total number of computers used in different business sectors of Montenegrin marinas varies from 11 and 20 computers. All respondents in Montenegrin marinas use computers for their business activities. 44% of them count from 1 to 10 computers in the marina sector in which they are employed, 21.3% of them use 11 to 20 computers, 21.3% of respondents use 21 to 50 computers, while only 13.3% respondents have 51 or more computers in their business sectors. Analysis of this answer in interesting and it gives very high ratio between the number of employees and the number of computers applied in business marinas. Regarding Internet access and usage, all surveyed respondents answered positively. Four of five Montenegrin marinas uses A DSL Internet connection, while cable Internet and broadband Internet uses only one marina. As expected, these shown results confirmed that majority of different sectors in Montenegrin marinas uses low cost ADSL Internet connections, in consideration of high broadband Internet prices in Montenegro.
We believe that in connection with previously mentioned, it is necessary to incite the results from Official Statistical Department of Montenegro (MONSTAT, 2015) . The results shown in Fig. 1 indicate that the most important Internet supported business activities, in different marina sectors are: checking e-mail and exchange of electronic documents, in the first and second place. The third way the Internet is being used, is for internal communication purposes, and communications with business partners. 
Use of the Internet for Various Business Activities in the Marinas
Only in fifth place, the Internet is being used for direct communication with customers. Data presented in Fig. 1 T he f i nd i n g s i nd ic ate t h at h a l f of Montenegrin marinas are using business information systems (51%), followed by elec t ron ic s y stems for Customer R e l a t i o n s h i p M a n a g e m e n t (3 3%). Thereafter, thirdly, systems for Electronic Document Management (26%) are used and least used system (17%) is electronic Supply Chain Management systems, as can be seen in Fig. 3 . 
The Frequency of Different E-Business Applications Use in Montenegrin Marinas
Different systems of electronic commerce that have found application in operating activities marina, indicates that marina management increasingly recognized the benefits of their application when the efficient and effective management of the marinas in question. As can clearly be seen in Fig. 3 W hen it comes to dif ferent pay ment systems for service charging available in Montenegrin marinas, from the results shown in Fig. 4 it is clear that the majority of financial transactions in the business of modern marina (82%) are still performed in traditional ways (by payment to the account). As second bidding service stands out credit card (73%), while the third (68%) is cash payment. Only on the fourth, fifth and sixth place are electronic banking services (57%), payment of mobile phone (2%) and electronic wallet payment system (1%). More different sources indicate that electronic card payments are one of the most common payment methods in the modern business world. 
Application Frequency of Different Payment Systems in Montenegrin Marinas
Data shown in Fig. 4 show that main electronic payments forms very are very poorly used, especially when it comes to paying for mobile devices, and mobile banking. These results are surprising, since mobile banking is a modern trend in the world in the field of electronic banking. This means the ability to pay or purchase through mobile devices such as mobile phones or different tablet devices. Also surprising is the fact that in Montenegro, according to official data of the Statistical Office of Montenegro, the penetration of mobile telephony in Montenegro in June 2015 was significant 163%, according to the survey mentioned by 95% of citizens in that period owned a mobile phone, that is, according to the same source, in 2015 there were 1,009,087 users of mobile telephony (MONSTAT, 2015) . In view of these facts, we believe that the main reason for low application of mobile banking lack of appropriate legislation in Montenegro, when it comes to the different systems of electronic banking and the lack of safety and security. Also, possible non-compliance with the banking sector in Montenegro.
Social media is an important part of your online presence that improves your chances of generating additional revenue and building customer loyalty. It allows customers, potential customers and other interested parties to engage easily via a channel that plays an important role in their everyday lives.
Part of the research was associated with possibility of social network application in marinas business activ ities. It was i nve s t igated w het her employee s i n Montenegrin marinas in their line of work use social networks such as: Facebook, Instagram, Twitter, Google+, Linkedin, Youtube and the business possibilities that they have to offer.
The results shown in Fig. 5 clearly indicate that employees in Montenegrin marinas mostly use Facebook (32%) than Google+ service (30,5%), thirdly Youtube (28%) and Linkedin (26,7%). Utilization of Instagram (25,5%) and Twitter (21,7%) as social media services is relatively poor. 
Social Networks Use for Different Marketing Activities of Montenegrin Marina
Most respondents indicated that social net work s most used for pur poses of promotion of free enterprise and marine (93%), then, for the placement of advertising audio and video content marina (75%), as a third reason for using social networking respondents said promptly informed about the news in the company (61%), followed by the fourth, easier access to a wide variety of (interest) groups (37%), and finally to gather information about the wishes and needs of customers (31%) and the organization of competition (13%). It is clear that as the basic elements of the marine yachting industry are business systems whose main objective is to sell nautical -tourist products and services in order to achieve the highest possible profit. These data indicate that in the management of the marina there is a clear understanding of the basic objectives of digital marketing, i.e., market research and construction (digital) brand and build strong communication links with customers and users of their services.
Employees i n Monteneg r i n ma r i nas recognize the importance of social networks as the main marketing tools in everyday business. That is, whether employed in marinas familiar with the possibilities offered by social networks. Comparative analysis of data shown in Fig. 5 and Fig. 6 has shown that the most used social tool for promotional marketing activities is Facebook and Youtube. This result was also expected because Facebook today currently represents number one social network, with the largest number of users.
When structure of other social networks activities was examined it was concluded that informational use of social media was in third place. Collecting data on existing and potential customers was only in fifth place. From shown results, it is evident that observed marinas recognize the social networks importance, and that there are certain activities when it comes to the application of digital marketing tools to promote the marina as well as business systems and tourist destinations, more broadly. However, from the above presented data, we may conclude that understanding of social media opportunities is still unclear when it comes to collecting customer's data in function of marina digital marketing strategy. One potential reason for this situation could be a lack in organizing regular training of employees in ICT and e-business use and application. Results indicate that employees training in most Montenegrin marinas is held two-three times a year on an average level as shown on Fig. 7 . According to presented results, it can be concluded that all business sectors in Montenegro marinas, recognized the importance of electronic business, during the implementation of their daily business activities. Use of e-business has increased more than 50% within five years. If this trend continues in the future, we can expect that e-business will be implemented in all sectors of marinas of Montenegro. E-commerce in marinas of Montenegro can be seen as chance and the tools necessary to carry out the optimization of all its business activities, organizational structure, reducing total operating costs and better positioning on the yachting market. Summary data presented in Fig. 8 clearly shows that the e-business application level in Montenegrin marinas for past five years is rising constantly. According to the data shown, it can be concluded that the application of electronic business in 2011 amounted to 42.3%, while in 2015 amounted to 76.7%, that is, e-business implementation degree has risen almost twice in five year period. According to presented data, highest growth of electronic business application was realized in the period from year 2012 to year 2014. Furthermore, a detailed data analysis confirmed that the most of analyzed marinas are relatively young business organizations, even if there are differences in terms of ownership structure. Results also demonstrated that the majority of Montenegrin marinas have e-business development strategy (62%). All of these findings suggest that such drastic increase of e-business adoption can be attributed to the fact that most of the marina only began with the e-business application, but on a very high level.
Frequency of Employees E-Business Training in Montenegrin Marinas

Summary and Conclusions
The results shown in this paper clearly indicate that the Internet and e-business application level in Montenegrin marinas of nautical tourism is low, but with growth tendency. Nevertheless, it seems that there is a constant need for e-business application regardless the type or size of the marina. The highest level of e-business implementation has been detected in marketing and financial sectors, which was expected given the nature of the business activities carried out by the marinas. We believe that the importance of e-business application of yachting industry, in the future, will continue to grow and will become crucial in the creation of new nautical products and services. The modern marina cannot maintain a high competitiveness level if their business activities rely heavily on Internet and e-business tools. In order to increase the level of Internet and e-business adoption in Montenegrin marinas, it is necessary to increase investment in ICT, as base of electronic business. Consequently, it is necessary to complete the construction of new marinas in Montenegro, in which way a quality nautical infrastructure will be obtained. Correspond to the requests of modern nautical tourist needs. Without clear ideas, knowledge and e-business development strategy, consistent with main business strategy, it is not possible to answer to the high standards and growing demands on both the domestic and international yachting market.
Limitation and Further Research
This empirical study has determined Internet and e-business application level in main Montenegrin marinas of nautical tourism. One limitation of this study is that only marinas as main objects of yachting industry have been analyzed. Further studies can be directed toward analyzing e-business adoption of other different yachting industry elements. In addition, determining barriers of e-business adoption may be considered.
